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31 March 2009
The Department of Broadband,

Communications and the Digital Economy
Via email: DEFutureDirections@dbcde.gov.au
Dear Department
The Australian Direct Marketing Association (ADMA) welcomes the opportunity to make this submission as part of the Australian Government’s consultation relating to the Digital Economy Future Directions Consultation Paper and thanks the Department of Broadband, Communications and the Digital Economy for the opportunity to make this response after the designated date.
ADMA is the peak association of the Australian direct marketing industry and represents over 500 member organisations including major financial institutions, telecommunication companies, energy providers, travel service companies, major charities, statutory corporations and specialist suppliers of direct marketing services.

According to recent CEASA research
 715,385 Australians were employed in the direct marketing industry in 2006 and it had revenues of $12.8 billion pa. 

However, direct marketing is more important to Australian business and the national economy than these statistics would imply.

Almost every Australian company and not-for-profit organisation directly markets to its current and potential customers as a normal and legitimate part of its business activities and ADMA and its members are strong advocates of responsible consumer data, collection, use, storage and security.

The Government, the Minister and the Department are to be commended for taking this positive approach “seeking to increase the effective use of networked information and communication technologies” including commercial transactions. ADMA believes it has a worthwhile contribution to make to the Paper and the process. ADMA's usual dealings with the portfolio relate to ACMA and the Department's roles as regulators.

There are two areas in particular where ADMA believes it can make a positive contribution.
Case Study

The Consultation Paper refers to the final document including “a series of case studies with examples of Australians using the internet in innovative ways”.

One member of the ADMA Board of Directors, Ms Jenny Williams, was Convenor of the 2009 ad-tech conference where social media was used in an innovative way to engage a wider community and formulate the programme.

A feature of the conference was the ad:tech Brain.  LinkedIn, Facebook and Twitter were leveraged to direct people to the brain so they could contribute directly.  This enabled them to influence the ad:tech programme, to help draft the detail of the discussion in the debates and to help identify speakers and others with particular expertise.

The end result was that nearly 100 people added their perspectives and advice with a significantly greater number visiting the site to view the debates.

The ad:tech Brain had the additional advantage of providing an ideal vehicle for conference feedback via a post-event survey, the results of which will be posted on the brain along with suggestions for the 2010 event.

Measuring the digital economy and its impacts

The Consultation Paper asks “What additional industry sources of data exist which provide background on digital economy metrics?”.

In 2005 ADMA collaborated with the UNSW School of Marketing to commission an extensive survey to measure the impacts of changing technologies and to track cultural shifts in attitudes towards direct marketing.  Since then accelerating improvements in technology have led to the evolution of mobile convergent devices, web 2.0 applications and experiental marketing.

To measure how consumers are reacting to the rapid changes and increasing choices in how businesses can communicate with them, ADMA again collaborated with UNSW to conduct a tracking survey in 2008. 

The findings of both surveys and comparisons between them provide a response to the question above but ADMA believes it may have wider relevance in the preparation of the Paper as most of the survey questions sought responses in relation to attitudes to and uses of digital and traditional channels. For instance, the top line results found between 2005 and 2008:

· There has been an emergence of 'Silver Surfers', older generations who have adopted technology.

· Gen Ys and late Gen Xers have built virtual 'firewalls' around themselves to manage their contact with the outside world.

· There is a distinct difference between how women and men interact with businesses across a range of marketing channels, and

· There is a growing comfort of all consumers to be contacted by marketers via email.

ADMA Consumer Insights 2008 is a large and complex document.  A considerable amount of the data is probably relevant to the Paper but some parts will be of no interest. In view of the timeframe, ADMA will be happy to present the findings to the Department at a convenient time presumably in Canberra. This will enable the Department to identify how and in what form the ADMA surveys may be of assistance.

ADMA and the Digital Economy

In recent years in response to technological developments, digital marketing has become an integral part of direct marketing. A Digital Marketing Council is an active part of the Association's structure, and courses on Digital Copyrighting and Search Engine Marketing among other topics are part of the education offering.  Familiarity with digital has already reached the stage where the initials SEM – Search Engine Marketing – and SEO – Search Engine Optimisation – are automatically used and understood throughout the industry.  There is, for instance, a Search Engine Marketing Professionals Organisation (SEMPO).

While digital marketing along with all other marketing is under scrutiny in the current economic climate, there is little doubt that digital channels will continue to attract increasing attention and use.

· Technology continues to supply new and faster channels of communication.

· The way that consumers actually use and want to use that technology has surpassed previous expectations.

· Digital is no longer something that can be separated out. It is entwined with most business functions of most business organisations, from internal communications and resource management through to marketing and customer engagement.

Notwithstanding the above, the ADMA Consumer Insights 2008 shows that different demographics have very different perceptions about personal information and who they want to share it with.  A clear delineation can be seen in the attitudes and behaviour of younger and older consumers – in this case the under 40s and over 50s.

Older consumers who grew up in neighbourhoods and physical communities are quite comfortable with businesses knowing where they live and their home phone numbers, even those businesses they do not have a relationship with. 

In sharp contrast, younger consumers have built a virtual firewall around themselves and are extremely protective of their personal space and physical address. They are also far more comfortable limiting contact with companies to marketing channels such as digital channels that they can quickly and impersonally shut down.

Interestingly from the point of view of this Paper, old and young are increasingly comfortable providing email addresses to businesses that they do as well as do not deal with.

In the view of the research, the common factor is control as evidenced by the following direct quotes from survey participants:

· “With email you can easily delete junk emails in your own time”.

· “With SMS you can usually unsubscribe easily. They have to provide that by law”.

· “If you get something sales related by email I can delete it. It only takes one second to delete, whereas it is harder to get rid of people. It is the personal contact that is hard”.

ADMA Consumer Insights 2008 concluded by testing respondents’ preferences about being contacted by a range of business and other organisations.  For instance, while digital channels are preferred in many instances, the respondents were quite clear that they preferred to receive communication from government departments and agencies via personally addressed mail.

From the foregoing, it is apparent why ADMA believes its Consumer Insights 2008 survey will be of interest to the Department in relation to the Digital Economy Future Directions paper.  If you would find value in more detailed information or a presentation of the survey please contact me at rle@adma.com.au.  

Yours sincerely
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Rob Edwards 

Chief Executive Officer
� Commercial Economic Advisory Service of Australia report Direct Marketing in Australia 2006.
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